

Baseball's ‘course correction' 


Network exclusivity, more national and local cable, greater media revenues 


Motivated by consistently weak ratings for ABC’s Monday Night 
Baseball , and by the presence of some 400 unauthorized national 
telecasts of games via cable television superstations, Major League 
Baseball has made what its broadcasting director Bryan Bums 
described a year ago as “a major course correction’' for the 
league’s TV exposure. “The public spoke,’* in the form of low 
ratings, on the subject of Monday Night Baseball , said Bums; it 
had not worked financially. 

And the teams spoke also, said Bums, telling the league to 
reduce its national network schedules so each club could sell more 
games to local TV outlets, which now include more regional cable 


sports services than ever before—all but four clubs will be seen on 
local cable this year. 

Consequently, the league’s new contracts—concurrent 1990-93 
deals with CBS at $1.1 billion and ESPN at $400 million—by 
design, gave a total of 24 network games back to the teams for their 
local over-the-air or regional cable schedules and, at the same time, 
added 175 league-authorized games to the national basic cable 
schedule 

Not everyone is happy with those shifts. A group of local over- 
the-air rightsholders and the Association of Independent Television 
Stations last fall demanded, to no result, that the league rewrite its 
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ESPN contract, protesting that ESPN’s 
Wednesday night exclusivity essentially 
took games away from deals already made 
on the local level (Broadcasting, Sept. 
18, 1989). 

It appears, however, that the local broad¬ 
casters have not moved to fill the 11 Satur¬ 
day afternoons or other windows vacated by 
the broadcast networks. According to data 
gathered by Broadcasting, local over-the- 
air telecasts of all 26 teams will drop by 14 
games, from 1,653 in 1989 to 1,639 in 
1990 (see chart). 

The drop can be attributed mainly to re¬ 
duced schedules at several of the supersta¬ 
tions . The White Sox local exposure 
dropped from 67 to 45 games in its move 
from wfld-tv Chicago to superstation 
WGN-TV there, which also reduced its Cubs 
schedule by seven games to 145. Braves 
rightsholder WTBS(TV) Atlanta cut its sched¬ 
ule from 120 to 109 games. 

Non-superstation rightsholders also var¬ 
ied. WdiV(TV) Detroit cut its Tigers sched¬ 
ule from 52 to 38 games. But kplr-TV St. 
Louis added 16 games (up to 76) to its local 
broadcast-exclusive Cardinal’s schedule, 
and with two over-the-air outlets, the Oak¬ 
land A’s will appear at least six more times 
on Bay Area TV than they did in 1989. 

Although most stations hold long-term 
contracts and said they will air the same 
number of games as last year, they also 



Starting lineup. A new cast of announcers will call the Major League Baseball game 
of the week, on CBS for the first time since 1964: (l-r) play-by-play/analyst team Brent 
Musburger and Tim McCarver; pre-game anchor, Greg Gumbel, and the other ana- 
lyst/piay-by-play pair, Jim Kaat and Jack Buck. 


Local rightsholders' playing field 


AMERICAN LEAGUE EAST 

Team TV originator Radio originator Regional Cable 

number of games* number of games 


NATIONAL LEAGUE EAST 

Team TV originator Radio originator Regional Cable 

number of games * number of games 


Baltimore Orioles 

WMAR 

45 

WBAL 

Home Tfeam Sports 

85 

Boston Red Sox 

WSBK 

75 

WRKO 

New England Sports Network 
82 

Cleveland Indians 

WUAB 

60 

WWWE 

SportsChannel 

45 

Detroit Tigers 

WDIV 

38 

WJR 

Pro Am Sports System 

70 

Milwaukee Brewers 

WCGV 

60 

WTMJ 

none 

New York Yankees 

WPIX 

75 

WABC 

MSG Network 

75 

Toronto Blue Jays 

CTV 

50 

CJCL 

The Sports Network 

60 

AMERICAN LEAGUE WEST 

California Angels 

KTLA 

52 

KMPC 

SportsChannel 

35 

Chicago White Sox 

WGN 

45 

WMAG 

SportsChannel 

114 

Kansas City Royals 

WDAF 

50 

WIBW 

none 

Minnesota TWins 

wcco 

33 

HTN 

27 

WCCO 

Midwest Sports Channel 

64 

Oakland Ah 

KPIX 

32 

KICU 

30 

KSFO 

SportsChannel 

50 

Seattle Mariners 

KSTW 

60 

mo 

none 

Texas Rangers 

KTVT 

73 

WBAP 

Home Sports Entertainment 

55 


Chicago Cubs 

WGN 

145 

WGN 

none 

Montreal Expos CTV 

20 

Radio Canada 
36 

CFCF 

10 

CJAD 

The Sports Network 

25 

New York Mets 

WWOR 

75 

WFAN 

SportsChannel 

75 

Philadelphia Phillies 

WTXF 

85 

WCAU 

Prism 

40 

SportsChannel 

25 

Pittsburgh Pirates 

KDKA 

48 

KDKA 

KBL Entertainment Network 
57 

St. Louis Cardinals 

KPLR • 

76 

KMOX 

none 

NATIONAL 

LEAGUE 

WEST 

Atlanta Braves 

WTBS 

109 

WSB 

Prime Southeast 
undetermined 

Cincinnati Reds 

WLWT 

47 

WLW 

SportsChannel 

25 

Houston Astros 

KTXH 

72 

KTRH 

Home Sports Entertainment 
50 

Los Angeles Dodgers 

KTTV 

46 

KABC 

SportsChannel 

35 

San Diego Padres 

KISU 

51 

KFMB 

Cox Cable 

50 

San Francisco Giants 

KTVU 

50 

KNBR 

SportsChannel 

55 

1990 total games: 

1,639 


1,137 

1989 total games: 

1,653 


1,061 

*Does not include exhibition game telecasts. Radio flagships alt carry entire 162-game schedule. 
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reported increased difficulty putting togeth¬ 
er 1990 schedules, as they worked around 
Wednesday nights. In the words of Robert 
DeBiassio, Cleveland Indians broadcast di¬ 
rector, “to appease” the broadcast stations, 
many teams even added more home games 
to the over-the-air schedules—a tactic still 
considered by most teams a threat to atten¬ 
dance. 

And, while local broadcast schedules es¬ 
sentially held their ground, the launches of 
new cable channels in Cincinnati, Philadel¬ 
phia, Oakland and San Francisco mean that 
regional cable schedules are gaining fast, 
rising from 820 in 1985 to 1,031 in 1988 
and 1,061 in 1989, and with the creation of 
four new regional cable contracts since last 
year, local cable schedules will increase by 
76 games, to 1,137, in 1990. 


Rights revenue: win-win 
(national-local) for MLB 

The “course correction” will bring imme¬ 
diate financial results to the league. Barring 
a prolonged lockout or players strike in 
1990, MLB will surpass $600 million in 
national and local radio and television 
rights fees. 

Assuming that, in 1990, CBS pays the 
$250 million, ESPN the $100 million and 
CBS the $12.5 million average annual fees 
over the courses of their new four-year con¬ 
tracts, national rights will tally $362.5 mil¬ 
lion. Local rights will likely hit the $250 
million mark. The rise in total league reve¬ 
nue of approximately $ 134 million to 
$612.5 million, or 28% of last season’s 
$478 million total, is higher than last year’s 
18% increase, and higher than the average 
15.4% average annual increases between 
1984 and 1989, but modest in contrast to 
tripled and doubled TV income recently 
achieved by professional basketball and 
college football. 

For rights to 16 regular season and all 
post-season baseball games, CBS, which in 
December 1988 signed a four-year, $1.06 
billion deal with the league, will pay an 
average $250 million each season, although 
such long-term contracts have traditionally 
included graduated payments each season, 
often with a balloon payment in the final 
season. In 1989 (the balloon year of their 
contracts), NBC and ABC combined to pay 
$240 million. 

ESPN’s concurrent 1990-93 contract will 
bring the league approximately $100 mil¬ 
lion each season. ESPN gained rights to 
175 games and Wednesday prime time ex¬ 
clusivity over all but regional cable sched¬ 
ules. Both CBS and ESPN have projected 
they will break even or make money over 
the course of their contracts. 

MLB has often noted that, via supersta¬ 
tions carrying the Mets, Cubs, Braves, An¬ 
gels and Red Sox, cable was already carry¬ 
ing about 400 games. And even with new 
agreements with the superstation teams that 
bring some remuneration to the league, 
MLB has not, until the ESPN deal, con¬ 
trolled national cable rights or exposure. 

On the local front, the 26 teams should, 
together, take in about $250 million from 
radio and over-the-air and cable TV com¬ 
bined. Although the majority of existing 


local contracts did not change between 
1989 and 1990, the introduction of new 
cable sports contracts in San Francisco, 
Oakland, Cleveland and Cincinnati (assum¬ 
ing a $1.5 million average annual rights 
fee—on the low side, according to a variety 
of sources) would raise the national local 
rights total from $232 million in 1989 (ac¬ 
cording to the league) to at least $238 mil¬ 
lion. 

Add to that new or renegotiated over-the- 
air TV deals in St. Louis, Arlington, Tex., 
and Chicago (White Sox) and new radio 
deals in Atlanta, Boston, Seattle and Toron¬ 
to (assuming average increases of $1 mil¬ 
lion) and the figure rises another $7 million 
to $245 ^million. Renegotiated cable deals 
by the Angels, Rangers, Expos, Phillies, 


Pirates, Padres and Blue Jays almost cer¬ 
tainly push the figure to $250 million—an 
$18 million, or 7%, increase over 1989. 

Although by last week, opening day re¬ 
mained threatened by the league’s labor 
dispute, Jay Rosenstein, CBS vice presi¬ 
dent of sports programing, confirmed that 
the network does not pay the bulk of its 
rights fee until the post season. Any games 
not played in 1990, he said, could be 
picked up in the following season schedule. 

Some of the broadcast TV and radio out¬ 
lets, however, do not look forward to the 
possibility of a delay. Joe Skladany, 
WCCO(AM) Minneapolis sports coordinator, 
who was in Tampa last week observing 
damage to businesses in Florida that depend 
on the surge of business from the annual six 



QUICK, CATCH! 


Don t miss the opportunrty to broadcast the hard-hitting action 
arf Major League Baseball, offered exclusively from CBS 
RADIO SPORTS. 

The rights to CBS RADIOS Major League Baseball package, 
including the AH-Star Game. League Championships and 
World Series may still be available in your market. To 
find out call John Martin, Vice President Affiliate 
Sales, CBS Radio Networks, at 2ia'97&S0B5. 

THE ONLY GAME IN TOWN 

CBS RADIO SPORTSr'Major League Baseball 
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ESPN Sunday Night Baseball commentators 
Jon Miller (play-by-play left) and Joe Morgan 
(analyst). 


weeks of spring training, noted that soon 
wcco and its affiliate stations will be feel¬ 
ing the same pinch. “Everybody gets killed 
on April 1. We'll lose a lot. I haven’t 
figured out how much per game, but we’ll 
lose a lot of money,” he said. 

CBS and ESPN: also win-win 

When it made its new baseball deal, CBS 
was attacked by NBC for allegedly overbid¬ 
ding, and public outcry last year over the 
prospect of 28 fewer regular season games 
on national TV led the league and CBS to 
change the national broadcast schedule 
from 12 to 16 games. 

However, although CBS has gained 
many fewer regular season games for essen¬ 
tially the same amount NBC and ABC paid 
in 1989, CBS has also gained, for the next 
four years, exclusive coverage of the entire 
schedule of up to 21 post-season games 
(two playoff series and the World Series 
had been rotated annually between ABC 
and NBC). 

By dropping much of a marginally profit¬ 
able regular season and winning the entire 
post season—which in the past has consti¬ 
tuted only one-third of the schedule but 
two-thirds of the revenue—CBS hopes to 
avoid a year such as 1989, when both NBC 
and ABC failed to make a direct profit from 
their schedules. On CBS, the post season’s 
share has been raised from one-third to 


more than one-half of the schedule, depend¬ 
ing on how long the best-of-seven playoff 
series run. 

CBS’s willingness to pay well for post¬ 
season exclusivity was a key to their win¬ 
ning bid. “Our strategy, our focus on the 
prime time values of the post season,” said 
Rosenstein, noting that the World Series 
has proved itself tough to counterprogram 
in the fall, “coincided with Major League 
Baseball’s desire to give more back to the 
local schedules.” NBC and ABC, he said, 
have demonstrated that they also value ex¬ 
clusivity in the record rights they will pay, 
respectively, to the National Basketball As¬ 
sociation and College Football Association 
(Broadcasting, Nov. 13, 1989, and Jan. 
22 ). 

One reason CBS proposed fewer regular 
season games was its already crowded 
spring and summer schedules. CBS enters 
its first of four years covering baseball in 
the middle of what it is calling a “Dream 
Season” of sports programing, an unprece¬ 
dented year and one not likely to be 
matched again, including Super Bowl 
XXIV, the NBA, the National Collegiate 
Athletic Association basketball tournament, 
U.S. Open Tennis, and college and profes¬ 
sional football next fall. 

□ 

ESPN’s baseball package, said Steven 
Bomstein, ESPN executive vice president 
of programing and production, “is a huge 
acquisition for us,” reminiscent of its first 
National Football League—“Wonder 
Bread years and a feeling that we have 
arrived.” 

In 1990, the 175-game ESPN schedule 
will assure every club two appearances and 
will comprise six prime time telecasts each 
week (spread across four nights) from April 
2 through Sept. 3. Featured are a Sunday 
night schedule of 24 games originating 
from a different ball park each week, more 
single games on Wednesday nights and 
doubleheaders on Tuesday and Friday 
nights. Also planned are holiday specials 
including a tripleheader on Memorial Day 
(Monday, May 28), a doubleheader on the 
Fourth of July and up to three games on 
Labor Day (Monday, Sept. 3). 

Even ESPN’s 211-game college basket¬ 


ball schedule “pales in comparison, con¬ 
cerning logistics and manpower, ’ ’ said 
Bomstein, noting ESPN's plans to regularly 
feature cuts to other games in progress. 
And calling itself “the daily electronic 
voice of Major League Baseball,” ESPN 
has created a daily MLB news show, Base¬ 
ball Tonight. 

“We’re looking pretty good” in ad sales, 
said Bomstein. “Demand has been strong, 
but we have a huge inventory to sell, and 
it’s a little early to project results.” -PDL 


Local baseball 
landscape: crowded 
and competitive 

Following the creation of Major League 
Baseball’s new four-year contracts with 
CBS and ESPN, local rightsholders have 
had to make a few adjustments to a 
changed—and changing—landscape. Al¬ 
though a thinner broadcast network sched¬ 
ule theoretically opened 24 additional win¬ 
dows for the local rightsholders, a four- 
nights-a-week ESPN schedule—including 
Wednesday night exclusivity—coupled in 
some markets with the introduction of re¬ 
gional cable channels, has made the field 
more crowded and scheduling more diffi¬ 
cult. Overall, local broadcasters will hold 
their ground in the number of games they 
air, and regional cable services will telecast 
marginally more games (see story, page 
35). 

And as the league grows more sophisti¬ 
cated in making its network deals, so do the 
teams, a handful of which have taken ra¬ 
dio—and in one case television—ad sales 
in-house and out of their flagship stations’ 
hands. 

The introduction of ESPN exclusivity on 
Wednesday nights has, by most accounts, 
not forced local broadcasters to cut their 
schedules, but it has made scheduling more 
difficult. 

In Cleveland, for example, Indians 
broadcasting director Robert DiBiassio said 
that “the ESPN deal cutting down schedule 
options has led directly to more home ga¬ 
mes... the most ever” with the addition of 
about 10, bringing the WUAB(TV) schedule 
to 41 road and 19 home games. The station, 
he said, turned down West Coast away 
games that would start at 10:30 p.m. ET 
and cut into its late news. That left Sports- 
Channel Ohio with an unusually high num¬ 
ber of away games: 25 out of a schedule of 
45. “I don’t think it’s a major problem,” 
DiBiassio said of the threat of 19 over-the- 
air games to Indians attendance. “If your 
product is good, people will come.” And, 
he added, “You have to appease your over- 
the-air guys.” 

Jim Evers, station manager of kicu-tv 
San Jose, Calif., said that putting together 
its 30-game Athletics schedule “was a lot 
harder this year, with two over-the-air out¬ 
lets [Kicu and KPIX(TV)] and cable,” in the 
form of brand new SportsChannel Bay 
Area, “vying for pieces of the [scheduling] 


CBS Radio: Saturdays, Sundays and holidays too 

CBS Radio remains Major League Baseball’s sole network rightsholder this season, 
thanks to a 1990-93 contract valued at $50 million over four years, or $12.5 million per 
season—a nearly two-fold increase in rights over its previous agreement (Broadcast¬ 
ing, March 13, 1989). With the increased rights fee comes a substantial expansion of 
the Game of the Week schedule that CBS Radio Sports established in 1985. 

In addition to the 26 Saturdays when CBS will offer two games to cover local 
blackout limitations for its affiliates, it will launch a new series of 20 Sunday night 
games and will present four holiday specials: Opening Day, Memorial Day, Indepen¬ 
dence Day and Labor Day. 

The expanded schedule has also required the network to expand its stable of 
announcers. Although John Rooney and Jerry Coleman are confirmed to announce 
the Sunday night games, CBS had not by press time filled its rotating roster for 
Saturdays. 

As it has since 1976, the network will present exclusive coverage of the All-Star 
Game, League Championship Series and World Series, but this year, in the event of 
down-to-the-wire finishes, it will also have the option of covering pennant race and 
division tie-breaking games. Longtime CBS sports anchor and announcer Brent 
Musburger will, when he is not calling games for CBS-TV, host a weekly baseball talk 
show on CBS Radio. 
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puzzle.” 

In Kansas City, one of the few remaining 
markets with no regional cable sports. Bud¬ 
dy Turner of Royals rightsholder wdaf-TV 
Kansas City said scheduling “is probably a 
little tougher, but with CBS not having all 
the weekends, you get some relief.” As to 
the effects of heightened baseball exposure 
on cable, “It could be argued either way,” 
he said. The ESPN schedule may enhance 
interest in the game, and “we do get black¬ 
out protection in the home markets,” he 
said. “But with that much exposure, people 
may have been watching the Royals be¬ 
cause they weren’t seeing their favorite 
team. Now they may see their favorite 
team. We will just see the season through 
and assess it in the fall.” 

On the radio side, the teams in San Die¬ 
go, Oakland, Seattle, Pittsburgh and Mil¬ 
waukee have taken ad sales in-house, and 
several team broadcasting directors said 
they are studying the model created by their 
colleague, San Diego Padres broadcasting 
director, Jim Winters, who believes that 
“Baseball is the salvation of AM radio to¬ 
day. Leaving behind the traditional rights 
deal, the Padres sell radio, television, 
scoreboard, scorebook and in-park promo¬ 
tions all out of their team offices. That one- 
stop shopping has proved attractive to ad¬ 
vertisers, he said, and Padres flagship 
KFMB(AM) last year benefited in the form of 
an 8.4 Arbitron rating during the season— 
in contrast to 4.2 out of the season. That 
difference of 4.2 points. Winters said, was 
worth $3 million, or $450,000-5750,000 
per point. 

Robert Fromme, general manager of the 
Kansas City Royals Radio Network, which 
is administered by rights holder WIBW(AM) 
Topeka, Kans., concurred with Winters. 
“If a station’s numbers go up five points, 
your 7-midnight might be quadrupled or 
more, and your morning drive, afternoon 
drive are all worth more. You don’t get it 
back in the game, but you get it back.” 

The Padres, however, have taken the in- 
house ad sales strategy two steps further. 
Not only has the team retained rights, it is 
still making more than ever from 
KFMB(AM), which continues to pay a fee, 
even though its days of holding the rights 
ended in 1986. And Winters has also 
brought pre-, in- and post-game television 
ad sales in-house. 

“It’s opening the eyes of a lot of ball 
clubs,” said Winters. “We control our own 
destiny...choosing which games to promote 
heavily if, say, ticket sales are lagging. 
And we never had a pre-game show until 
we took it in house. We’re using it to sell 
our product—the players—and we’re mak¬ 
ing money at it.” 

Another team that is calling more of its 
own shots is the Seattle Mariners. Accord¬ 
ing to a team spokesman, it will receive 
“far less” payment from its radio right¬ 
sholder next year, as the team takes control 
of all advertising time sales in the broad¬ 
casts. That will not be unfamiliar territory 
to the team’s new owner, veteran radio 
executive Jeff Smulyan. Although the team 
is currently in discussion with regional ca¬ 
ble sports services about possible carriage, 
the Mariners will likely keep that in-house 


as well, with the spokesman saying the 
team would “probably put our own channel 
together.” 

Howard Zeiden, vice president, sales and 
marketing, for wmar-TV Baltimore, said 
the team has given him no indication that it 
wants to get into the television business, 
producing the games and selling time. And 
that’s the way it should be, he said. “Base¬ 
ball teams ought to do what they do best 
and let the broadcasters do what they do 
best,” he said. 

The Pittsburgh Pirates have been pleased 
with their two-year experience in producing 
the team’s radio broadcasts and, according 
to Dean Jordan, vice president of broadcast¬ 
ing and advertising, are “looking forward 
to a bigger and better” third year. 


Despite its radio success, the team has no 
interest in getting into television, Jordan 
said. The Pirates have entered the final op¬ 
tion year of a three-year rights deal with 
KDKA-TV Pittsburgh, and the two parties are 
in the process of negotiating a new one for 
1991 and beyond. “We have been very 
happy with kdka,” said Jordan. Kdka-TV 
plans to broadcast 48 regular-season games 
(40 away, eight home) and two preseason 
games. 

Indeed, Winters’s model may not work 
everywhere. Some broadcasters predicted 
no trend at all, certainly not in TV, noting 
that teams had tried and failed to follow the 
Padres’ model. The Kansas City Royals, 
noted WDAF-TV ’s Buddy Turner, “retained 
rights their first year or two, but they real- 


BASEBALL’S WINNING COMBINATION 
TELEVISION, SATELLITES ■ Aim HTN 



The year... 1990. Once again, local 
television outlets nationwide plan to pres¬ 
ent an abundance of live major league 
baseball. From remote game sites, crys¬ 
tal-clear pictures and sound are made 
possible by the magic of communications 
satellites and related facilities. The chore¬ 
ographer of this behind-the-scenes magic 
is almost always Hughes Television Net¬ 
work, which this season expects to man¬ 
age communications services for more 
than 2.000 live baseball telecasts. 

HTN is the reliable, seasoned vet¬ 
eran... experienced in baseball television 
transmission far beyond any other com¬ 
pany. In fact, this will be HTN's 35th sea¬ 
son as the major provider of baseball trans¬ 
missions. HTN controls scheduling of 15 


transponders on four satellites and also ar¬ 
ranges encryption services. Then add fixed 
and mobile uplink services and terrestrial 
fiber transmissions for complete capabili¬ 
ties. Finally, a highly skilled and deeply 
experienced network management team 
makes sure the magic works as it should. 

We will work this magic for your 
company too. Give us a call. 


HUGHES 

TELEVISION 


THE LEADER IN SATELLITE COMMUNICATIONS SERVICES 


260 Madison Avenue 
New York, N.Y. 10016 
Phone: (212) 684-7900 
Fax: (212) 684-7264 



Network Satellite Uplink Encryption Fiber 
Management Transmission Services Services Transmission 
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ized their specialty is baseball. Tin not 
aware of any trend.” Echoing that senti¬ 
ment, WPIX(TV) Vice President Martin Ap¬ 
pel said, “There was a time when the Yan¬ 
kees held the rights, but the team saw that 
stations were in the business of selling ads. 
It’s a big job. I think that logic still holds.” 

According to David Rubenstein, Oakland 
A’s broadcasting director, the decision to 
retain rights is “a function of the philoso¬ 
phy of the owner...whether they want to 
hire people to do it, or take guaranteed 


money” in the form of a rights payment. 
The A’s do not foresee taking TV ad sales 
in-house, he said, noting that “TV is over¬ 
night ratings” and, therefore, not apt to 
benefit in a way directly analogous to 
monthly Arbitron radio books. 

When the Royals made the current deal 
with wibw, said Fromme, “they decided 
they’d rather have a bird in the hand— 
‘We’ll just take our rights fee and be hap- 
py.’. ” 

Nevertheless, more AM radio stations 


may find themselves entering air-lime sale 
or barter agreements if they wish to hold 
onto their teams, and some may have to 
pay not for ad time within games but rath¬ 
er for points in Arbitron. How far the 
practice spreads among teams may depend 
on whom they hire. Fromme conceded 
that, if his station were to find a new 
rights deal for the Royals in 1991 too 
expensive, “then I might go to the Royals 
with a proposal to do exactly what San 
Diego did.” -pdl 


Major League Baseball team by team 


♦ 

Baltimore Orioles 

The Orioles ajid wmar-tv Baltimore, en¬ 
tering the final year of a three-year 
rights agreement, have begun negotia¬ 
tions on a new deal. And despite rumors 
that the market’s other two network af¬ 
filiates are interested in the rights, How¬ 
ard Zeiden, wmab-tv vice president, sales 
and marketing, said he is sanguine that 
his station will conclude a new deal for 
last season’s second-place AL finishers 
for 1991 and beyond within two or three 
months. Executives of the other two sta¬ 
tions— wbal-tv and wjz-tv —declined to 
comment on the reports. 

Upfront selling for the 45 TV broad¬ 
casts has been “terrific,” said Zeiden. The 
uncertainty caused by the lockout has yet 
to discourage advertisers, he said. Join¬ 
ing veteran Bird advertisers such as Mc¬ 
Donald’s and Jiffy Lube, he said, are new¬ 
comers including area Ford, Chevrolet 
and Oldsmobile dealers, Faust Homes and 
Pizza Hut. 

Under a long-term rights contract, 
Group Ws Home Team Sports, which 
now serves some 1.6 milli on cable 
homes, is scheduled to televise 86 regular 
season games (66 home, 19 away) and 
five preseason games starting March 12. 
Sales have been “fabulous,” said Jeff Wag¬ 
ner, HTS general sales manager. Miller 
Brewing, which stepped in as a “domi¬ 
nant” network advertiser last fall, will 
take a major position in the Orioles tele¬ 
casts. Other major advertisers: Hardees, 
Texaco, Subaru, Washington Post, All- 
Star Automotive Group, Kodak, Giant 
Food and Safeway. 

The Orioles’ on-field success “made it 
easier” to sell radio time this year, said 
Jeff Beauchamp, vice president-station 
manager, wbalcam) Baltimore, rights- 
holder and flagship of a 40-statlon net¬ 
work. “Interest has been high." An¬ 
heuser-Busch abandoned Orioles radio 
last year, leaving wbal without a beer ad¬ 
vertiser. But that has been corrected, 
Beauchamp said, with Miller Brewing on 
board for 1990. Other new advertisers 
include Sears and U.S. Air. Returning are 
Amoco and area Jeep/Eagle and Honda 
dealers, Resorts International, Esskay 
meats and Loyola Federal. In the last 


year of a three-year rights deal, Beau¬ 
champ said wbal will likely begin negoti¬ 
ations with the Orioles on a new deal 
within the next month or so. Although 
the franchise has made no indication of 
wanting to retain the rights and produce 
the games itself, he said, it has talked 
about some sort of “hybrid” arrange¬ 
ments. 


♦ 

Boston Red Sox 

Wsbk-tv Boston, entering the fifth year of 
a five-year contract, has just renewed its 
agreement with the Red Sox for an addi¬ 
tional five years. The station will carry 
75 regular season and five preseason 
games. Last year's broadcasts generated 
household ratings of 10/11, according to 
Stuart Tauber, the station’s assistant 
general manager. About half the ad in¬ 
ventory for the upcoming season is sold 
out, he said, including deals with Delta, 
Dodge, and New England Ford dealers. A 
network of New England stations will re- 
cieve 32-55 of the games. 

New England Sports Network, a cable 
company partly owned by the Red Sox, 
will air 82 regular season games this 
season, and 15 spring training games. 
John Claiborne, vice president and gen¬ 
eral manager for the network, said the 
System’s subscriber base is up to 310,000 
this year, and he expects inventory to be 
sold out by the start of the season. Spon¬ 
sors lined up so far include Budweiser, 
New England Chevrolet, New England 
Nissan, Polaroid, Texaco, Store 24 and 
Century 21. Included among the promo¬ 
tional tie-ins with advertisers will be a 
Budweiser-sponsored major league 
scoreboard read twice per game. 

Radio coverage for the Red Sox this 
year will be handled by wrkocam) Boston 
in the first year of a four-year contract. 
The station will originate all 162 regular 
season games and 20 preseason games to 
a network of 65 stations in 60 markets, 
covering all of New England. A station 
spokesperson said sales are going well, 
with Anheuser-Busch among those on¬ 
board. 


♦ 

Cleveland Indians 

This is the second year of wuab-tv’s Lo¬ 
rain, Ohio, three-year contract for Cleve¬ 
land Indians games. The station will air 
60 games (19 home and 41 away) and 
has sold better than 50% of its advertis¬ 
ing inventory. Major sponsors include 
Anheuser-Busch, Allstate, Quaker State, 
Northeast Ohio Ford Dealers and the 
Ohio Lottery, reported general sales man¬ 
ager Joe Occhionero. Program director 
Ron St. Charles said wuab-tv averaged a 9 
rating/16 share for last year’s baseball 
coverage, down from the previous year, 
which he attributes to the performance 
of the team. 

Wwwe(am) Cleveland is the flagship for 
a 30-station network and will broadcast 
162 Indian regular season games, along 
with 16 spring training games. The sta¬ 
tion also plans a 25-minute pre-game 
show, Countdown to Baseball , and a 15- 
minute post-game show, Final Edition. 
According to Tom Campbell, the station 
has sold about 85% of its network inven¬ 
tory and 70% of local avails. Anheuser- 
Busch is a leading advertiser. Campbell 
said the figures are off because of the 
lockout. 

Sports Channel Ohio is carrying 46 In¬ 
dian games this year and next, according 
to Mike Dolan, marketing and public re¬ 
lations manager. He said Sports Channel 
is available to 600,000 subscribers and 
had planned to carry preseason games 
but, because of the lockout, “it doesn’t 
look good.” Last year, SportsChannel 
signed an end-of-the-season deal with the 
Indians to carry 11 games. 


♦ 

Detroit Tigers 

Wdivctv) Detroit will present seven home 
games, 38 away and five preseason 
games this season, as the station enters 
the second year of a three-year contract. 
Ad inventory is about 70% sold out, said 
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Hal Wheck, general sales manager. Ad¬ 
vertisers include Anheuser-Busch, Ford 
Dealers, Taco Bell, Kroger Supermarkets, 
Blue Cross, General Electric, Unocal, ABC 
Warehouse, Southwest Airlines, Michi¬ 
gan Bell and Michigan State Lottery. Ber- 
nie Smilovitz will host 40 half-hour pre- 
game shows. 

Ann Arbor-based Pro Am Sports Sys¬ 
tems will provide 15 away, 55 home and 
one preseason game via cable. Mostly due 
to the strike, only about one-third of the 
ad inventoiy has been sold so far, accord¬ 
ing to Bill Wischman, general manager, 
including deals with Chevy, Stroh’s, U.S. 
Sprint, GMAC, General Electric, Cellular 
One, Builder’s Square and Budget Rent-a- 
Car. The service will provide a full lineup 
of Tigers-oriented programing, including 
a feature on former Tiger players called 
Tigers at Heart (the date for the lineup 
has not yet been announced). The sub¬ 
scriber base is 6125,000, said Wischman. 

Tigers radio coverage this season will 
be handled by wjr(am) Detroit, now in the 
fourth year of a five-year contract. The 
station will carry 182 games, including 
!20 preseason matches. The station is the 
flagship for a network of 47 stations in 
Michigan, and one in Florida. The station 
did not disclose advertising information. 


♦ 

Milwaukee Brewers 

Wcgv-tv Milwaukee is in the second year 
of a three-year contract to broadcast Mil¬ 
waukee Brewers games. The station, 
which retains all broadcast TV rights, 
has lined up four affiliates for a regional 
network. Wcgv-tv will air eight pre- and 
60 regular season games, all away, ac¬ 
cording to General Manager Bob Furlong. 
No pre- or post-game shows are planned. 
Major advertisers include Miller, Har¬ 
dees and Chrysler Plymouth and inven¬ 
toiy is about 70% sold. A baseball strike 
“would affect us financially,” said Fur¬ 
long, and would have an impact on rat¬ 
ings. “We make money from our sports.” 
Should a strike take place, the Fox affili¬ 
ate would schedule regular programing 
in its stead. 

The Brewers retain radio rights and 
have a network of approximately 63 sta¬ 
tions in 49 markets, according to William 
Haig, vice president, broadcast opera¬ 
tions, Milwaukee Brewers Radio. 
Wtmj(am) Milwaukee is the flagship for 
the broadcasts of 162 regular season and 
18 pre-season games. 


♦ 

New York Yankees 

WHX(TV) New York Vice President Mar¬ 
tin Appel does not believe that 1990, the 
40th season of Yankees baseball on wpix, 
will prove to be the last. Officially, the 
station lost the rights a year ago, when 


Madison Square Garden Network won 
New York region TV exclusivity from the 
team, 1991 through 2000. Nevertheless, 
Appel said that negotiations to buy some 
of MSG’s future schedules are “going 
slowly. Sure, we’re hopeful. The whole 
nation is watching,” he said of the only 
market in which cable will have the first, 
and potentially only, pick of 150 games— 
at a cost of at least $36.6 million per 
season, according to MSG parent Para¬ 
mount Pictures Corp. financial state¬ 
ments. 

In the meantime, wpix, flagship for an 
eight-station network in New York, 
Pennsylvania, Connecticut and Florida, 
will continue its barter arrangement 
with the team, through which a revenue 
sharing plan kicks in after “certain guar¬ 
antees” to the station are met. Like last 
year, wpix will air three exhibition and 
75 regular season games, with Anheuser- 
Busch onboard as a principal advertiser. 
The 40th season is also announcer Phil 
Rizzuto’s 50th with the Yankees (he was 
a player for 16 years) and 34th calling 
their games. He and the late Yankee play¬ 
er and coach Billy Martin will each be the 
subject of half-hour specials on wpix this 
season. 

MSG—which spokesman Paul 
Schneider said has negotiated long-term 
agreements with all its affiliates—plans 
to reach a total 3.5 million subscribers 
(about 90% basic cable) with 75 regular 
season and three exhibition game tele¬ 
casts this year. MSG will precede each 
with the half-hour Yankees Scorecard, an 
ACE Award nominee in its first year, 
1989, and follow each with a 15-minute 
post-game show. Former NBC announcer 
Tony Kubek has joined MSG. Miller beer 
is on board for a “raftload of promotions 
throughout the season,” said Schneider; 
other advertisers include Jeep Eagle, 
Coca-Cola, GE, The Wiz (electronics 
stores), New York Lotto, Me,t Life, Mas¬ 
tercard and Hertz. 

Entering the fourth season of its cur¬ 
rent 10-year contract, wabc(am) New 
York has sold product exclusivity to Bud- 
weiser, Nissan, Marine Midland bank and 
The Wiz for a 15 exhibition game and 
complete regular season schedule. Last 
year, said Fred Weinhaus, station presi¬ 
dent and general manager, wabc(am) cre¬ 
ated a department dedicated to Yankees 
ad sales and raised its revenue “by about 
a million dollars. Barring prolonged 
problems with the [league-labor] negoti¬ 
ations, we expect to improve again by 
close to a million.” The station is aiming 
to sell exclusivity to a domestic auto com¬ 
pany as well. The advertisers, he said, 
“seem to think there’s a value in it.” 


♦ 

Toronto Blue Jays 

The Sports Network (TSN), which has 
held the cable rights for the Blue Jays for 
the last two years, is currently working 
on a new contract. The network, accord¬ 
ing to programing executive Rick Brace, 
would likely run 60 regular season 


games and four pre season games. TSN 
recently made the move from.pay to basic 
cable, giving it a total of 5.2 million sub¬ 
scribers. RDS, a subsidiary of TSN, han¬ 
dles the French broadcasts and has about 
1.6 million subscribers. Major sponsors 
include Labatts, Esso and Coca-Cola. 

TV Labatt, a division of Labatt Brewing 
Co., 45% owner of the Blue Jays, holds 
the TV rights for the team and is in the 
last year of a six-year contract with CTV 
Television Network. CTV will air 50 regu¬ 
lar season games. 

Telemedia Broadcasting Systems (TBS) 
enters the first year of a three-year radio 
rights contract with the team. The flag¬ 
ship station is cjcl(AM) Toronto and feeds 
a network of more than 50 affiliates. Na¬ 
tional advertisers include Labatts, Gener¬ 
al Motors, Zenith and Miracle Food Mart. 


♦ 

California Angels 

Cable television rights to the California 
Angels are held by Sports Channel Los 
Angeles, which, as the former Z Channel, 
was purchased by Rainbow Enterprises 
just over a year ago in a joint investment 
with NBC. SportsChannel will carry 35 
Angels home games, the exact number it 
plans to carry for the crosstown rival 
Dodgers this season. The club sold the 
rights to SportsChannel in a deal that 
expires in 1994, according to Tom See- 
berg, vice president, public relations and 
broadcasting, California Angels. Sports¬ 
Channel handles all advertising sales. 

Television broadcast rights are held by 
independent station ktla-tv Los Angeles, 
which is in the third year of a five-year 
deal with the Angels. Ktla-tv will air 52 
road games and five home games this 
season, and plans call for a half-hour 
pre-game show before each game. There 
is no regional on-air network of stations. 

Kmfc(am) Los Angeles holds the broad¬ 
casting rights to the entire 162-game 
schedule, which is coincidentally owned 
by Angels club owner Gene Autrey (un¬ 
der subsidiary Golden West Broadcasting 
Co.). Seeberg says that more than 90% of 
the stations’ advertising inventory has 
been sold, and includes Texaco and An¬ 
heuser-Busch as major sponsors. 
Kmpc(am) serves as the flagship station 
to the California Angels Radio Network, 
listing 22 stations in Southern and Cen¬ 
tral California, in addition to stations in 
Arizona, Hawaii and Nevada, and car¬ 
riage by xprs(am) Tijuana, Mexico. 


♦ 

Chicago White Sox 

Wgn-tv Chicago is the new television 
rightsholder of the White Sox, taking 
over for wfld(tv) Chicago in a new multi¬ 
year contract. Wgn-tv, which also carries 
Chicago Cubs games, will carry 45 regu- 
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lar season and three preseason White 
Sox games. Jake Fendley, the station’s 
director of sports sales, said ad sales are 
coming along “remarkably well, consid¬ 
ering where they are coming from.” 
Based on wgn-tv’s lead-in programing 
from 6 p.m. to 7 p.m.. Night Court and 
Cheers, the station is projecting a 7 rat¬ 
ing. Major sponsors signed include 
Miller, Dodge, Hyundai, Coca-Cola and 
McDonald’s. Although many of the adver¬ 
tisers are different from those wgn-tv has 
signed for the Cubs in the same category 
(Coke with the White Sox, Pepsi with the 
Cubs, for instance), Fendley said some 
advertisers will be in both schedules. The 
White Sox games will be carried at night 
and on weekends, while the Cubs games 
will be aired primarily in the afternoon. 

Wmaq(am) will cany all regular season 
and 15 preseason games this year, and 
will likely do a 10-minute pre-game and 
15-minute post-game show. Rick Starr, 
vice president and general manager, said 
the station has signed Sherwin Williams, 
Illinois Bell, Illinois Lottery, Miller Beer 
and Chevrolet, but added that many ad¬ 
vertisers are sitting on the fence, waiting 
for resolution of the labor dispute. The 
longer it goes on, he fears, the greater 
likelihood that some may put their base¬ 
ball dollars elsewhere. The White Sox will 
be heard in a 30-station lineup in four 
states—Illinois, Indiana, Iowa and Flori¬ 
da. Wtaq(am) will carry 40 games in 
Spanish. 

Sports Channel Chicago will be increas¬ 
ing the number of games it will carry 
this year from 94 to at least 114 regular 
season games and one exhibition game. 
Like wgn-tv, SportsChannel benefited 
from the renegotiation of the wtld-tv 
contract, in which both wgn-tv and 
SportsChannel picked up more games. 
The service will again carry Sox ’90 Week¬ 
ly , with manager Jeff Torborg, Mondays 
at 6:30 p.m. Sponsors signed include 
Chrysler, Toyota and Anheuser-Busch. 
SportsChannel serves 1.6 million sub¬ 
scribers. 


♦ 

Kansas City Royals 

Wibw(am) Topeka, Kan., has invested 
about $1 million in satellite equipment to 
stretch its Royals Radio Network to 135 
stations in IS states. The result is that in 
addition to about 25,000 listeners in 
Kansas City, the 27th ranked market, the 
full season schedule reaches another 
quarter milli on listeners. But according 
to network general manager Robert 
Fromme, the station is having “more 
trouble [selling ads] this year than we’ve 
ever had,” since wibw became the rights- 
holder in 1975. That trouble appears to 
spread throughout the Midwest, he said, 
and has not been explained by either the 
league’s labor dispute nor lack of interest 
in the team, whose ticket sales are “far 
ahead of last year.” In any case, the sta¬ 
tion has sold about 85% of its inven¬ 
tory—“you like to be at 95%,” he said— 
offering product exclusive deals to An¬ 


heuser-Busch, Ford, Amoco, Guy’s potato 
chips and Crown Center hotels. 

Wdaf-tv Kansas City will carry two 
preseason and 50 regular season Royals 
games in its third of five years as the 
team’s television flagship. The 18-station 
network, which covers Kansas, Missouri, 
Nebraska, Iowa, Oklahoma, Arkansas 
and Colorado, will carry no regular pre- 
or post-game shows, but, as it did last 
year, wdaf-tv will produce a dozen or so 
half-hour specials on the team. Having 
earned in 1989 a ratings/share of 16/31 
in Arbitron—number one in the nation— 
and 17/32 in Nielsen—number two—the 
station is right on track to sell 80% of its 
inventory “by the first pitch,” said Cheryl 
McDonald, general sales manager. Miller, 
Honda and Ford are onboard with sea¬ 
son-long product exclusivity, and other 
advertisers include P hilli ps 66, All-State, 
Quaker State, Midas, Tru Value and Pizza 
Hut. 


♦ 

Minnesota Twins 

The Minnesota Twins enter the second 
year of a five-year deal with Midwest 
Communications, owner of wcco*am-tv 
Minneapolis, and distributor of radio and 
broadcast and cable TV service to the 
Twin Cities area and the five states bor¬ 
dering Minnesota. 

Midwest again will televise 124 Twins 
games in some fashion. On cable, the 
year-old Midwest Sports Channel will 
carry 64 games. Of that number, 41 will 
be home games that will be offered to 
cable subscribers within the Twin Cities 
area on a pay-per-view basis and the oth¬ 
er 23 will be part of the basic service 
carrying all the schedule outside the 
Twin Cities. The Twins games on cable 
reach about 200,000 total subscribers, 
according to Midwest Sports Channel’s 
general manager, Brian Cuttor. 

On the broadcast TV side, CBS affiliate 
wcco-tv —set to air 33 games—will con¬ 
tinue to share Twins coverage with inde¬ 
pendent kitn(tv) Minneapolis, which 
bought rights to 27 games from wcco-tv. 
A four-station regional network reaching 
Iowa, South Dakota and North Dakota 
will carry the Twins on nights that the 
games are carried by either station. It is 
expected that a Duluth, Minn., station 
will also sign on to carry the games. The 
games will also be available over Mid¬ 
west-owned stations in Alexandria and 
Walker, both Minnesota. 

During last year’s May sweeps, accord¬ 
ing to Nielsen, Twins games on wcco-tv 
had an average 18 rating/32 share. “Wcco 
telecasts of the Twins had the highest 
prime time ratings of any baseball broad¬ 
casts in the top 25 markets,” said Bob 
McGann, station manager. He did not 
have an exact figure, but said ad sales 
have gone well. Anheuser-Busch, Hard¬ 
ware Hank, Carquest, Farmers Insur¬ 
ance, Sherwin Williams, John Deere, 
Marquette Bank, Amoco, Dodge, the De¬ 
partment of Housing and Urban Develop¬ 
ment, and Northgate Computer Systems 


are the major sponsors. 

Only about 40% of the time has been 
sold on the cable service, which Cuttor 
says is still in a startup phase. Among 
those that have signed so far are An¬ 
heuser-Busch, Honeywell and Carrier Air 
Conditioning. If there is a delay in the 
start of the season due to the current 
impasse between the players and man¬ 
agement, it will probably not have a 
grave impact on the Midwest Sports 
Channel. “It may have a favorable im¬ 
pact. We’re just a startup. I’m in a situa¬ 
tion where my expenses are more than 
my revenues. So when I don’t have to do 
Twins games, I’m probably going to save 
money," Cuttor said. 

The radio outlet, wcco(AM), is present¬ 
ing half-hour pre- and post-game shows. 
An 80-station network has been estab¬ 
lished over the five-state area. The sta¬ 
tion began selling time for the 1990 sea¬ 
son last July and as a result has sold 
91% of its inventory. Anheuser-Busch 
and Amoco are among the largest spon¬ 
sors. 


♦ 

Oakland Athletics 

A total of 112 World Champion Oakland 
A’s games will be available on TV in the 
Bay Area this year, thanks to an unusual 
situation wherein two broadcast stations 
and a new regional pay cable sports ser* 
vice hold rights to three separate regular 
season schedules. 

Next month SportsChannel Bay Area 
will launch a new service in the area on 
the strength of both the A’s and San 
Francisco Giants, opposites in last year’s 
World Series. The contract—at least five 
years in length—calls for 50 Oakland 
games this year, 55 in the next two years 
and “some years at 60,” said Tom Chest¬ 
nut. Both the A’s and Giants schedules 
will include 10 away games. Despite 
speculation that SportsChannel could de¬ 
liver the games through widely distribut¬ 
ed competitor Pacific Sports Network, 
Chestnut said, “At this time we are pro¬ 
ceeding as the stand-alone service that 
we are and do not foresee a change from” 
plans to create a pay service within the 
Bay Area ADI and a basic service for dis¬ 
tribution in adjacent regions. Subscriber 
projections will be released around the 
April launch. In SportsChannel’s six oth¬ 
er markets, its parent Rainbow Program- 
ing’s marketing arm handles ad sales, 
but in Oakland will subcontract a local 
rep, offering inventory in both schedules. 

“It’s very comfortable to be able to sell 
back-to-back pennants,” said Alan Clack, 
account executive for kpix(TV) San Fran¬ 
cisco, which has carried the team since 
1983. Sales of the CBS affiliate’s 32-game 
A’s schedule—which earned an average 
8.4-20 average rating-share in 1989— 
can be complemented by spots within 17 
regular season network games, including 
four A’s games, as well as three San Fran¬ 
cisco Giants games, the All-Star game 
and post-season games on CBS. (The sta¬ 
tion’s “Championship Season" also in- 
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eludes combinations of local and national 
NFL Champion San Francisco 49ers and 
NBA Golden State Warriors schedules.) 
“We promote the station,” said Clack, “as 
having everything in sports.” 

This summer KICU-TV San Jose, Calif., 
begins a new three-year contract with 
the A’s that calls for a minimum of 30 
games each season, up from 24 last year. 
Station manager James Evers said that 
50-60% of the season ad inventory had 
been sold, with Bay Area Chrysler among 
returning sponsors. 

The Oakland As retain radio rights to 
14 exhibition and all 162 regular season 
games to be aired via flagship station 
ksfo(am) San Francisco and a 22-station 
network in California, Nevada, Arizona 
and Oregon. The flagship sells ad time in 
pre- and post-game shows, as well els an 
evening scoreboard show. 

♦ 

Seattle Mariners 

Kstw(TV) Seattle is in the second year of a 
three-year deal for rights, which the sta¬ 
tion retains, to broadcast 65 Seattle Mar¬ 
iners geimes (five preseason, 60 regular), 
with an option to broadcast several home 
games under special circumstances (a 
tight pennEtnt race at season’s end, for 
example, or a player with a hitting 
streak) if both sides agree. 

With the closest other baseball 
team—Oakland, Calif.—some 600-plus 
miles away, kstw feels it effectively has 
the franchise on baseball in the North¬ 
west. The station is carried on most ca¬ 
ble systems in the state. In addition, 
games will be fed via satellite to four 
other markets this season: Vancouver, 
Wash.; Anchorage; Honolulu; Nampa, 
Idaho. There are also talks with sta¬ 
tions in four other markets. The station 
will produce pre-and post-game shows 
from the ballpark. 

According to kstw’s Scott Baur, who 
handles advertising for the games, sales 
Eire Eihead of this time last year, with 
advertisers on board including An¬ 
heuser-Busch, True Value, Stuart An¬ 
dersen and Cuprinol Stain. According to 
the station, advertisers in the first 
three preseason games—March 16, 17 
and 18—have been advised that the 
lockout may force the station to substi¬ 
tute regular programing on those dates. 
But, according to Baur, games are con¬ 
tinuing to be sold on the assumption 
that there is going to be baseball. 

There is no cable coverage of home 
games on a regional basis. Mariners ex¬ 
ecutives are currently in discussions 
with two cable sports services, hut, ac¬ 
cording .to a Mariners spokesman, the 
likelihood is that the team will “put our 
own cable channel together.” 

Kiro(am) Seattle—in the first year of a 
three-year contract—has the rights to 
162 regular and 20 preseason games. It 
is the originating station for a network 
of 30-35 stations. Advertising in the 
games is 80% sold to clients that include 
Chevron, Anheuser-Busch, Alaska Air¬ 
lines, Sherwin Williams and GTE. Begin¬ 
ning next yean, the Mariners, owned by 


radio executive Jeff Smulyan, will begin 
selling all advertising time in the broad¬ 
casts. 


♦ 

Texas Rangers 

Last December the Texas Rangers signed 
new three-year pacts with both of its 
television outlets: Home Sports Enter¬ 
tainment (which also has cable rights to 
the Houston Astros) and ktvt(TV) Fort 
Worth. Under the agreement, HSE will 
offer between 50 and 60 games over its 
network, which includes about 250 sys¬ 
tems in Texas, Louisiana, Arkansas, 
Oklahoma and New Mexico. All of the 
HSE presentations will be home games. 

Ktvt has signed to do 65 road games 
for each of the three years of the con¬ 
tract. In addition, it will offer eight home 
games in 1990 and 1991 and 10 home 
games in 1992. This is the first time in 
five years that ktvt will have an opportu¬ 
nity to telecast Rangers home gsunes. The 
details are not yet final, but the station 
expects that a regional network of be¬ 
tween 15 and 18 affiliates will be in place 
when the season begins. Major advertis¬ 
ers include Anheuser-Busch, Southwest 
Airlines and Goodie’s Headache Power. 

HSE has been doing especially well 
with viewship for both its National Bas¬ 
ketball Association and Major League 
Baseball telecasts, said Jack Stanfield, 
HSE vice president, progrEiming and ex¬ 
ecutive producer for Rangers games. 
About 80% of the ad inventory for the 
Rangers season has already been sold. 
Regular half-hour pregame and 15-min- 
ute postgame shows are being planned 
for the HSE telecasts. 

Wrap (am) Fort Worth is in the second 
year of a three-year rights deal to provide 
radio coverage of the Rangers. The sta¬ 
tion was top rated in the Dallas-Fort 
Worth area last season, said 25-station 
regional network coordinator Robert 
Shiflet, who attributed much of that suc¬ 
cess to the Rangers. In the Arbitron 
book, the station maintained first place 
evenings during the past two baseball 
seasons. “A lot of that was Rangers and 
all the excitement around [pitcher] No¬ 
lan Ryan coming to the Rangers,” he 
said 

All the preseason and regular games 
will be aired over wrap and each broad¬ 
cast will include a 35-minute pregame, 
30-minute postgame and one-hour call- 
in show. About 80% of the ad time for the 
games has been sold to several large ad¬ 
vertisers, including: Delta Airlines, An¬ 
heuser-Busch, Chevron, Chief Auto Parts, 
Carrier Air Conditioning, GTE, Farmers 
Insurance Group, Keebler, True Value 
Hardware and Goodie’s Headache Power. 


♦ 

Chicago Cubs 

Wgn-tv, whose parent, Tribune Broad¬ 
casting, also owns the Cubs, will carry 


145 games this year, reaching both the 
local market and over 25 million cable 
subscribers through its carriage by cab- 
lecaster United Video. 

Jake Fendley, director of sports sales 
for the station, said the lockout has not 
deterred wgn-tv’s national sponsors, 
which include Anheuser-Busch, Nissan, 
Buick, The Chicago Tribune , Unocal, 
Pepsi, United Airlines and True Value 
Hardware. Ad sales are 35% ahead of 
last year, said Fendley. Wgn-tv will car¬ 
ry the shows featuring the best of the 
1989 Cubs in the place of any canceled 
spring training games. 

The pregame show, Leadoff Man , is 
sponsored by the Chicagoland Chevrolet 
Dealer Association, while the post-game 
Tenth Inning is sponsored by the area’s 
Chrysler-Plymouth Dealer’s Associa¬ 
tion. 

Wgn(am) will carry all 162 regular 
season games and was scheduled to car¬ 
ry 14 preseason contests. The Cubs will 
be heard on a 13-state network on 71 
stations. 

Steve Quast, general sales manager 
for wgncam), said the lockout “has 
caused some [advertisers] to pause” 
giving them “another reason to pro¬ 
crastinate.” He said the station sells 
spring training games as part of the 
package, so if the lockout continues, the 
station will be faced with altering the 
package to account for makegoods. 

New sponsors Pharmor Drugs and 
First Illinois Bank join Chevrolet, Mar¬ 
athon Oil, Old Style Brewing and Blue 
Cross/Blue Shield els major radio adver¬ 
tisers. 

♦ 

Montreal Expos 

Labatts Beer is entering the final year of 
a five-yesLr contract this season, holding 
the TV rights for the Montreal Expos. 
Labatts also owns The Sports Network, 
which holds the cable rights for the Ex¬ 
pos and is preparing to sign a multiyesir 
deal with the team. Coverage in Canada is 
split between French and English broad¬ 
casts. 

English radio broadcasts for the Expos 
are hELndled by cjad(am) Montreal, this 
year in the second of a three-year con¬ 
tract with a fourth-yesLT option. The sta¬ 
tion has 21 affiliates and is also carried 
on Armed Forces Radio in Germany. 
French broadcasts are done by ckaccam) 
Montreal, flagship for a 42-station net¬ 
work. The station enters the second of a 
three-year contract and will air all 162 
games, the All Star game, the National 
League Championship Series and the 
World Series. 

The CTV Television Network, which 
also broadcasts the Toronto Blue Jays, 
will broadcast 20 games this year region¬ 
ally and 10 over affiliate cfcf-tv Montre¬ 
al. Another 36 games will be seen on 
Radio Canada, the French language TV 
network. 

The Sports Network was near signing 
a new contract with the team last week. 
The network will carry 25 games to sys¬ 
tems reaching 5.2 million viewers. 
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♦ 

New York Mets 

Wwor-tv Secaucus, N.J., enters the fourth 
year of a five-year contract with the 
Mets. The station is scheduled to carry 
nine pre-season and 75 regular season 
games, a mix of home and away contests, 
said Mike Ryan, vice president of broad¬ 
casting for the team. Ryan reported only 
one change In the announcing rosters 
for this Beason. Steve Zabriskie has been 
dropped as an announcer on wwor-tv. He 
is not being replaced, and the station will 
stay with the announcing team of Tim 
McCarver (who will also work on CBS 
network games this Beason) and Ralph 
Klner. Wfan(am) New York is going into 
the fifth year of a six-year contract with 
the team, and is scheduled to carry 15 
preseason and 162 regular season 
games. 

The team and Sportschannel are still 
involved in litigation over a pact made 
several years ago giving the latter pay- 
cable rights to Mets games. This season, 
SportsChannel is scheduled to carry 75 
games. 

At deadline, stations were still firming 
up contingency plans in the event of a 
continued lockout by the ball clubs. But 
according to Ryan of the Mets, which has 
a cost and revenue sharing agreement 
with wwor-tv and wfan, the potential 
strike has not kept away the team’s pe¬ 
rennial ftill-season sponsors. “We are 
seeing a little bit of a fall off in spot 
sales,” said Ryan. “The spot advertisers 
are a little reluctant to commit dollars to 
games they aren’t sure are going to hap¬ 
pen." The sponsorship contracts address 
the lockout situation. 


♦ 

Philadelphia Phillies 

Wtxf-tv Philadelphia is in the eighth 
year of its 10-year contract with the Phil¬ 
lies, according to Lonnie Burstein, pro¬ 
gram manager. The Btation broadcasts 
90 games—five preseason, 85 regular 
season. Wtxf-tv also airs about 35 pre- 
game shows. According to Walter DeHa- 
ven, general sales manager, advertisers 
include Anheuser-Busch, Ford, Bell At¬ 
lantic, First Pennsylvania bank and Inde¬ 
pendence Blue Cross. Approximately 
65% of'the ad time is sold for the season 
and DeHaven expects to go into opening 
day with 85% sold. 

Regional cable sports channel Prism, 
which has just entered into a new, four- 
year contract with the Phillies, will air 
40 home games, according to Donald 
Heller, vice president and general man¬ 
ager. 

Sportschannel Philadelphia, launched 
Jan. 1, will carry 25 games, most of them 
away, and five preseason games. Adver¬ 
tisers who have renewed contracts in¬ 
clude Budweiser, Texaco, Claridge Casino, 
New Jersey Yellow Pages and Mister 


Goodbuys (home centers). Outstanding 
renewals, expected to sign by last week, 
include Blue Cross-Blue Shield, Coca-Cola, 
Leaf (owners of a baseball card compa¬ 
ny) and Mellon bank. 

Wcau(am)’s 11-year contract runs 
through 1993. The station, which has a 
26-station network, will broadcast the 
entire season of 162 games in addition to 
22 spring training games, “if they have 
them,” said Chris Witting, vice president 
and general manager. Major advertisers 
include Anheuser-Busch, Aamco, TJ.S. Air 
and Chevrolet. Inventory is about 70% 
sold. In case of a strike, wcau(am) is ex¬ 
ploring such programing options as ex¬ 
panded sports talk in the evening, special 
updates, AAA baseball and baseball spe¬ 
cials. 


♦ 

Pittsburgh Pirates 

The Pittsburgh Pirates have been pleased 
with their two-year experience in pro¬ 
ducing the team’s radio broadcasts and, 
according to Dean Jordan, vice president 
of broadcasting and advertising, are 
“looking forward to a bigger and better” 
third year. 

Radio and television audiences will be 
served up the same helpings of the Pi¬ 
rates this year as last, assuming all the 
games are played. The Pirates will pro¬ 
duce all the games for radio, airing them 
via Group W’s kdka(am), in the third year 
of a three-year contract. 

Jordan said the Pirates are “still plug¬ 
ging away” at selling their radio time. 
The big challenge is replacing Anheuser- 
Busch, which cut the Pirates from its me¬ 
dia plans as part of its shift of some dol¬ 
lars from advertising to promotion. 
Major returnees are Giant Eagle, Jeep 
Eagle, Sears, K mart and Mellon Bank. 

Despite its radio success, the team has 
no interest in getting into the television 
business, Jordan said. The Pirates have 
entered the final option year of a three- 
year rights deal with Group W’s kdka-tv 
Pittsburgh, and the two parties are in the 
process of negotiating a new one for 
1991 and beyond. “We have been very 
happy with kd," said Jordan. Kdka-tv 
plans to broadcast 48 regular season 
games (40 away, eight home) and two 
preseason games. 

On the cable side, the Pirates have en¬ 
tered the first of two option years that 
wrap up its five-year cable rights deal 
with Tele-Communications’ KBL Enter¬ 
tainment Network. However, the terms 
of the agreement have been renegotiated. 
KBL will televise 57 regular-season con¬ 
tests and three preseason ones. 


♦ 

St. Louis Cardinals 

Independent kplRtTV St. Louis is in the 
third year of a three-year contract to car¬ 
ry Cardinals games. The station holds the 


broadcast rights and sells the advertising 
time. With the signing of a new three- 
year, broadcast-only contract through 
1993 (Broadcasting, Oct. 30, 1989), and 
the renegotiating of the final year of the 
first contract, the station’s game total 
has been upped from 60 to 76 games: 14 
home, 60 away and two preseason. Cen- 
com cable had previously carried 50 
games on a pay-per-view basis, but Ed 
Koplar, head of station owner Koplar 
Communications, has been an outspoken 
critic of cable sports “siphoning,” and re¬ 
portedly bid between $13 million and 
$20 million to “guarantee that Cardinal 
fans over a broad geographical area will 
continue to have access to free over-the- 
air baseball telecasts though 1993,” as 
well as preclude any cable coverage. 

KplRtTV is the originating station for 
the Cardinal Baseball Network, compris¬ 
ing 32 stations in a nine-state area. An¬ 
nouncers are former Cardinals pitcher A1 
Hrabosky and Ken Wilson. 

According to station Vice President 
and General Manager Robert Fulstone, 
the May 1989 Nielsen average for kplr- 
tv’s baseball broadcasts—17 rating/32 
share—made it the top-rated indepen¬ 
dent for baseball, and the third-rated sta¬ 
tion overall for baseball coverage, behind 
the Cincinnati Reds on wlwt(tv) and the 
Twins on wcco-tv Minneapolis. Advertis¬ 
ing sales for the Mariners are “way 
ahead of last year," he said, with major 
sponsors including Anheuser-Busch, 
Schnucks (food retailer), True Value and 
Hardees. 

Kmox(AM), which has two years to go 
on its contract, will cover 162 regular 
season Cardinals games for a network of 
about 130 stations, according to Robert 
Hyland, general manager of the station 
and senior vice president, CBS Radio. In¬ 
game ad inventory is 90%-95% Bold, ac¬ 
cording to Hyland. Major advertisers in¬ 
clude Chevrolet, Busch, McDonald’s, 
Amoco, Sears and the Missouri Lottery. 
For games lost to a lockout or strike, the 
station will try to accommodate advertis¬ 
ers, many on board since the fall, in other 
sports or special programing that may 
be created to replace games. 


♦ 

Atlanta Braves 

ESPN’s 175-game schedule and Wednes¬ 
day night exclusivity will limit supersta¬ 
tion wtb8(tv) Atlanta’s broadcasts of the 
Braves. Additionally, the upcoming Good¬ 
will Games will knock about 15 games off 
the cable schedule, bringing the number 
of games shown to 109—down from 120 
last year and 135 in 1988. However, the 
Turner Broadcast System is affiliated 
with Prime Network, and latest word is 
that launch of a new Atlanta-based re¬ 
gional pay cable sports channel will oc¬ 
cur after the beginning of the season. As 
many as 37 Braves games could be moved 
to the regional service from the supersta- 
tion, which said it is still considering 
which programs to use to fill that part of 
the broadcast schedule. 

Because the Braves and TBS are com- 
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moidy owned, there is no rights deal per 
se. Sales, said John Vandegrift, director 
of sports programing for TBS, are ongo¬ 
ing because TBS, unlike most sports 
broadcasters, has a full national network 
to sell. Last year’s Braves telecasts 
earned a 1.9 rating/4 share in 923,000 
homes. 

As it has for nearly a quarter decade, 
wbb Atlanta will be the radio broadcast 
flagship. Unlike in the past, however, the 
station now holds the rights. Previously, 
the Braves held onto them. 

A year ago, wsb created a regional dis¬ 
tribution network that consists of 106 
stations. Jim Ashbury, general manager 
of wsb, said that last year’s ratings were 
all-time highs. Ad sales, he said, are bet¬ 
ter now than they were at this point a 
year ago. 


♦ 

Cincinnati Reds 

Sports Channel of Ohio will give the Reds 
a new cable carrier and more exposure in 
Ohio, Kentucky, Tennessee, Indiana and 
portions of West Virginia, Mississippi 
and North Carolina in 1990. This year 25 
games will be carried with five additional 
games added each year of the three-year 
deal. Because the deal was just an¬ 
nounced, the carrier is still working with 
the Reds on some final programing de¬ 
tails and could not yet say how many 
subscribers would be reached. The mar¬ 
keting and ad campaigns are to start in 
the first week of March. 

Wlw(am) Cincinnati will carry all 182 
games to about 80 affiliates. More than 
80% of the ad spots are already gone, and 
the station is top-rated when the Reds 
are on, according to David Martin, the 
station’s manager. Marty Brennaman 
and Joe Nuxhall have called the games 
since 1974. 

Wlwt(TV) Cincinnati is in its 29th year 
of Reds broadcasts and the thir d year of 
its three-year deal. As it did last year, the 
station will air 47 games this year. 

♦ 

Houston Astros 

Astros television rightsholder ktxh(TV) 
Houston, entering year five of a 10-year 
rights contract, is scheduled to air 72 
regular season and eight preseason 
games this year. Station general manag¬ 
er Julio Bermudez said the station has 
sold 78% of its Astro inventory for the 
upcoming season, with returning spon¬ 
sors including Anheuser-Busch and 
Southwest Airlines. Contingency strike 
plans were being formulated at deadline, 
but among the possibilities is a series of 
‘’best of’ Astros games from seasons 
past, which would be packaged as two- 
hour programs in prime time, said Ber¬ 
mudez. 

On the radio side, ktrh(am) returns as 
the flagship station in a regional net¬ 


work that will again total between 40 
and 45 stations in Texas and Louisiana, a 
team spokeswoman said. The stations 
are scheduled to air the full slate of As¬ 
tros games. 

Home Sports Entertainment enters the 
second year of long-term cable rights 
agreement and is scheduled to carry 50 
Astros games this season. That is down 
from 80 games last season, most likely 
because HSE also carries 55 Rangers 
games. The Astros’ participation in Flori¬ 
da’s Sunshine Network ended last year, 
as a result of ESPN’s new national cable 
rights deal with Major League Baseball. 


♦ 

Los Angeles Dodgers 

Now in the third year of a five-year con¬ 
tract as rightsholder, and the 33rd con¬ 
secutive year of broadcasting Los Angeles 
Dodgers baseball, kttv(tv) boasts one of 
the longest continuous broadcasting re¬ 
lationships in Major League Baseball. As 
it did last year, the station will air 46 
regular season games and four spring 
training games if the lockout is resolved 
in time. All of the games are on the road. 
Greg Nathanson, general manager, 
kttv(tv), said in the event that the lock¬ 
out is not resolved until after the start of 
the season, any games missed would be 
made up later in the season. 

The radio rights to the games are held 
by kabc(AM), also in the thir d year of a 
five-year deal. The station is the flagship 
station for a 29-station network, and will 
broadcast all regular season games. 
Kwkw(am) is the Spanish radio rights¬ 
holder, subleasing the rights from kabc- 
(am). Kwkw(am) will also air all regular 
season games, and is the flagship station 
for a six-station Spanish radio network. 

Sports Channel, which takes over the 
cable carriage of the Dodgers from the 
now defunct Z Channel, will present 35 
home games this season. Unlike the 
broadcast television and radio rights, the 
Dodgers retain all cable rights to the 
games. 


♦ 

San Diego Padres 

According to Padres Director of Broad¬ 
casting Jim Winters, the Padres have 
signed a new three-year deal with Cox 
Cable of San Diego that provides pay-per- 
view rights to Cox and five other regional 
cable systems, with a heftier unspecified 
share of profits to go to the ballclub. last 
year, Winters says, rights for PFV broad¬ 
cast were sold on a straight license basis 
to Cox, but a “marked increase” in PFV 
revenues led the team to seek a profit 
sharing arrangement in addition to 
rights fees. Cox offers the advertiser-sup¬ 
ported 50-game PFV home schedule to 
viewers for either $6.95 per game or 
$180 for the entire season package. 

On the broadcast side, kusi-tv, a San 


Diego independent, will air 51 road 
games, with the Padres retaining all 
rights to the telecasts. In the second year 
of a three-year contract, Winters says the 
Padres pay a straight fee to the station 
for the right to sell all advertising time. 
Winters estimated that 60%-70% of ad¬ 
vertising inventory has been sold. He 
said that station deals of this type have 
benefited the station, with improved rat¬ 
ings from sports programing as lead-in 
and lead-out programing. Included in the 
broadcasts are half-hour pre-game and 
post-game shows. Ten other area TV sta¬ 
tions are part of the San Diego Padres 
Television Network. 

The team’s deal with kfmb-am is struc¬ 
tured similarly to its deal with kusi-tv, 
with the Padres retaining the broadcast 
rights and handling all advertising sales 
on a straight licensing fee arrangement 
with the radio station. Kfmb-am (in the 
first year of a five-year deal) has, Winters 
said, given a cue to the Pittsburgh Pirates 
to seek a similar deal with its radio part¬ 
ner. Close to 90% of the advertising in¬ 
ventory has been sold, with sponsors in¬ 
cluding Anheuser-Busch, Chevron, Coca- 
Cola, Home Federal Savings, Chrysler 
Plymouth and Toyota Motor Sales. 

♦ 

San Francisco Giants 

Now in the second year of a six-year deal 
with the team, kwu(TV) holds the broad¬ 
cast television rights for 50 regular sea¬ 
son games, 47 away and three at home. 
The Fox affiliate is the flagship for a five- 
station network. Jeff Block, general sales 
manager, ktvu(tv), said advertising in¬ 
ventory stands at “about 40%” sold and 
he expects to start the season at 60% 
sold, an increase over last year. Block 
credits the Giants’ World Series presence 
last year with the increase in advertising 
activity. The major sponsors include 
Toyota, Mitsubishi, Safeway and Sizzler. 
The Giants hold a separate sponsorship 
deal with Anheuser-Busch. 

The radio rights for Giants baseball are 
held by knbr<am), also in the second year 
of a six-year deal. The station is contract¬ 
ed to carry all regular season games and 
17 spring training games. Bob Agnew, 
program director at the station, said that 
even if the lockout were resolved immedi¬ 
ately, there would be a two-week lag time 
before games could begin. “We've already 
lost eight games,” he said. The station, 
which has a sports identity, will fill the 
time with sports talk shows and Golden 
State Warriors basketball games, which 
would have been preempted in favor of 
the spring training games. The station is 
the flagship for a 14-station network, an 
increase of four stations from last year. 
According to Brent Osborne, manager, 
sports and national sales, two-thirds of 
the advertising inventory has been sold, 
“at a pace well ahead of last year,” he 
said. Osborne expects to have about 80% 
of the inventory sold by the start of the 
season. 

Sports Channel is the cable carrier of 
the Giants and will offer 55 games this 
season. 
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